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Abstract: The present research aims at the identification of the degree 
of consideration and development of the CSR by the tourist sector and 
the linked administrations. The fact-finding methodology is based on the 
analysis of data originating from different sources with a qualitative focus, 
identifying and gathering the necessary information for the revision of 
literature, the existing tourism policies and the CSR at an international, 
European and Spanish level, as well as on the generic and specific avail-
able instruments of the hotel sector that organizations and companies 
have for the introduction and development of CSR.
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INTRODUCTION
Tourism is one of the most important economic sectors with the big-
gest growth rates at an international level and, in spite of the worldwide 
economic crisis, the foresights of growth of this sector are still very 
positive. Among its many positive effects it is remarkable to point that 
this activity employs millions of people, it is a source of economic devel-
opment, and it is a tool to approach people and cultures, as well. How-
ever, tourism can also provoke social, cultural and environmental prob-
lems which threaten the elementary principles of sustainable development. 
As can be seen in table 1, since 1980 policies for the development of 
sustainability and social responsibility in tourism have been defined. 
However, it is from the appearing of the known as Brundland report 
(1987) and the definition of the concept of sustainable development that 
the aforementioned proposed, that the number of companies and produc-
tive sectors which started analysis and reflection processes on the impacts 
of their activities grew considerably. 
Following, the wording of the Charter of the Sustainable Tourism 
(World Conference on Sustainable Tourism in Lanzarote, 1995), ap-
proved at the World Conference on Sustainable Tourism in Lanzarote 
(Canary Islands, Spain) in 1995, and the wording of the Local Diary 21 
for the sector of traveling and tourism, published in 1995 by the WTO 
(World Tourism Organization), WTTC (World Travel and Tourism 
Council) and EC (European Commission), both were referential mile-
stones of sustainable tourism (World Travel and Tourism Council, 1997). 
Lanzarote’s Charter meant a turning point, and the model of tourist 
development was challenged, meanwhile the directions for its sustainable 
development were being set.
OBJECTIVES
The aim of the present article is to carry out an approach to the im-
plementation of the social responsibility at the tourist sector, focusing on 
one of its most active subsectors in this field: the hotel sector. 
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Table 1. International declarations linked with tourism and the sustainability’s 
principles and the development of the social responsibility. Own elaboration
Year International declarations linked with tourism and the sustainability’s principles and the development of the social responsibility
1980 Declaration of Manila on the Worldwide Tourism (WTO)
1982 Acapulco’s documents on the Rights to the vacations (WTO)
1985 Bill of rights of Tourism and Tourist Code of Sofia (WTO)
1987 Our Common Future (Report Brundtland) (UN)
1989 Declaration of The Hague on Tourism (WTO)
1995 Letter of Lanzarote’s Sustainable Tourism of Worldwide Sustainable 
Tourism’s Conference (WTO, UNEP, UNESCO, EU)
Guidelines for Environmentally Responsible Tourism (UNEP)
Declaration of Cairo on the Prevention of the Sexual Organized Tour-
ism (WTO)
1996 Agenda 21 for the Travel and Tourism Industry (WTO, WTTC, EC)
1997 Declaration from Berlin on Biological Diversity and Sustainable Tour-
ism (Agreement on the Biological Diversity)
Declaration of Manila on the Social Impact of Tourism (WTO)
Calvià’s Declaration of the international conference on Tourism and Sustainable 
Development in the Mediterranean
1998 NGO Declaration on Sustainable Tourism Mediterranean and Civil 
Society Participation (Med Forum)
1999 Decision of the United Nations Commission on Sustainable Develop-
ment “Tourism and Sustainable Development” (ONE)
Ethical Worldwide code for Tourism (WTO)
2000 Principles for the Implantation of the Sustainable Tourism (UNEP)
2001 Rimini’s Letter 2001 of the international conference on Sustainable 
Tourism
International directrix on Sustainable Tourism (Agreement on the Bio-
logical Diversity)
2002 Quebec’s declaration on the Ecotourism (WTO, UNEP)
Implementation plan of the Worldwide Summit on the Sustainable De-
velopment (ONE) 
Declaration of the Cape Town (Responsible Tourism Partnership 
and Western Cape Tourism)
2003 Djerba’s declaration on Tourism and Climatic Change (WTO)
2005 Declaration on The tourism at the service of the objectives of the Millen-
nium (ONE)
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METHODOLOGY
Starting from a first historic revision of the evolution of the concept 
of sustainability and social responsibility and its development in tourism 
by the different administrations of the Spanish background, we later 
gather the tools that the tourist sector in general, and particularly the 
hotel sector, have within its reach to develop sustainable and social re-
sponsibility policies. The study comes to an end with a picture of the 
status of implementation of the most successful self-regulation mechanisms 
linked to sustainability and social responsibility at the Spanish hotel sec-
tor: The systems for the Quality and Environmental Management.
CSR AS A MODEL FOR IMPROVING TOURISM MANAGEMENT
The European Union, in the Green Book of Social Responsibility for 
Companies, defines CSR as “the voluntary integration by companies of 
the social and environmental worries in their commercial operations and 
their relations with their contact-speakers “(European Union, 2001). 
Authors like Freeman (1984) and Carroll (1979) were pioneer in 
allocating to the company not only the responsibility of generating eco-
nomic wealth, but also to act with a responsible behavior. This socioeco-
nomic approach underlies that the company will have negative results if 
it does not consider the expectations and needs of its stakeholders. There-
fore, the authors who have developed this model define the social aspects 
as inseparable of the economic aspects, and they associate them with the 
improvement of the entrepreneurial competitiveness (Drucker, 1984; 
Porter and Kramer, 2002).
At present, the researcher on this issue focus the debate in estimating 
the real capacity of the CSR to contribute to the generation of benefits 
to the enterprise, whether economic or social. On this discussion, it is 
relevant to the contribution of Simpson and Kohers (2002), authors that 
point at the role of the CSR in the improvement of the financial perfor-
mance of the organization. As well, Maignan (2001) indicates that these 
good financial results are caused by the impact of the CSR in sales due to 
the increase of customer loyalty thanks to the improvement in the com-
pany brand. Wilcox. D. (2005) in the same way enhances the importance 
of the CSR in the improvement of the corporate reputation of the com-
pany, and in the generation of a better customer confidence which fi-
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nally results in loyalty.
Other authors also indicate other benefits of the CSR, like those re-
lated to its social issues, such as the improvement of the company ability 
to attract and retain the most skilled people (McGuire et al., 1988), or 
those related to the improvement in organizational skills to access capital. 
(Hockerts and Moir, 2004).
According to Fernández (2009) in order to consider a company to be 
engaged with CSR’s policies, the company should develop its social re-
sponsibilities in the following basic areas:
•  Principles, moral values and company ethics
•  Management of the human resources at the company
•  Relations with the company’s local community
•  Protection of the local and global environment 
•  Policies of marketing and company communication 
CSR in the organizations and companies of the tourist sector should 
be understood as a concept that can make it easy for them to voluntarily 
integrate the social and environmental dimensions in their entrepre-
neurial activities and in their relations with their stakeholder group. This 
focus would make it easy for the company to develop its model of busi-
ness in a sustainable way and so it would contribute to the enhancement 
of employees and local community quality of life as well as taking active 
part in the protection of the tourist attractions and natural resources.
THE SOCIAL RESPONSIBILITY AS A MODEL OF TOURIST 
BUSINESS
In spite of the fact that this is a concept that belongs to the beginning 
of the 20th century, the concept of model of business has become fashion-
able over the past years, owed principally to that it has been used to de-
scribe and explain businesses based on the internet (Ricart, 2009).
In relation to its definition, there exists a great variety in literature, 
highlighting the following:
•  For Drucker (1954), one of the first authors in using this concept, 
a good business model should know its customers, it must have 
identified its customers needs and values and it must be designed to 
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provide the customer with those values at suitable cost for the com-
pany.
•  For Amit  and Zott  (2001),  a model of business  is  understood 
through key factors: the contents, the structure and the management 
of the transactions which enable to create value for the customer. 
That is, a model of business explains which are the transactions 
carried out between customers and suppliers, as well as which are 
the needed competences (contents). The same authors, in a more 
recent definition, define a model of business as the way a company 
makes business with its customers, partners and suppliers (Zott, 
2009).
•  Chesbrough and Rosenbloom (2002) contribute to the definition 
of model of business with the stages to follow for its design: creating 
the value proposal; selecting the market segment we want to address; 
determining the valuable chain; carrying out an estimation of the 
costs and profit expected; determining the company position in the 
global value net, and defining the competitive strategy, defining which 
are competitive advantages and which rivals.
•  In the same line, Osterwalder, Pigneur and Tucci (2005), starting 
from the study of different authors, validate the factors of a good 
model of business given by Chesbrough and Rosenbloom by adding: 
the distribution channel, relations and partners’s net. 
As can be seen, a good model of business is based on concepts that are 
very much connected with the essence of the philosophy of the CSR; 
obviously, the close relations with suppliers, the participation of the 
customer in the product definition, the creation of value according to 
intangible concepts such as confidence, ethics or sustainability, which are 
basic concepts for the CSR. 
Likewise, the concept of product and tourist service is made up by 
intangible elements, as already mentioned, as well as the addition of dif-
ferent components which come from different agents (tourist companies, 
businesses, residents, etc.). These points of coincidence enable to state that 
the development of the CSR at the tourist sector can be an opportunity 
for the creation of a unique differentiated and competitive business 
model at the tourist sector. A model of business built according to the 
criteria of sustainable tourism and considering the CSR’s dimensions 
which fulfils the requirements of an innovative and sustainable model of 
business.
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As Casadesus-Masanell (2004) points out, the added value of a model 
of business increases when the resources and competences that make it 
up are less imitable, less transferable and more complementary. The 
implementation of a model of tourist business based on sustainability and 
that develops the CSR’s dimensions would give answer to these differen-
tial elements, as well as a value proposal to meet the new tourists demands.
As Prahalad and Ramaswany (2004) say in present-day markets with 
great competition, it is not only against products and different services 
that it’s needed to compete but also against innovative ways of creating 
value for the customer. In this sense, authors incorporate the concept of 
co-creation value and creation of experience nets, to be this understood 
as a new way of relationship between the company and its interest groups. 
Again, we can see the framework of the CSR as suitable for the develop-
ment of such innovation.
As Ricart (2009) points out, it should be highlighted that this way of 
creating value and innovating does not entail big investments or produc-
tion costs necessarily, as it is based on intangible elements of the product 
and tourist service, and as an answer to fulfill the new needs which open 
possibilities to new markets and incidentally fulfil the request of eco-
nomic efficiency that a good model of business requires. 
IDENTIFICATION OF THE STAKEHOLDERS OF THE TOURIST 
ACTIVITIES
The process for the CSR’s implementation is based on the stakehold-
ers’ identification and the knowledge of their expectations and legitimate 
needs in order to make the design of the policies and the necessary action 
plans for its realization. The supply of relevant information for each 
stakeholder group is in the prior objectives.
The concept of “stakeholder” was used for the first time by Freeman 
(1984) in his work: “Strategic Management: A Stakeholder Approach”. 
The author referred with this term to any individual or individuals’ group 
that could affect or be affected by a company (by its activities, processes, 
objectives, etc.), and for this reason they should be considered as a prime 
factor in the strategic planning and company management of every eco-
nomic activity. 
The definition of stakeholder applied to the tourist sector could be the 
following: “those individuals or groups belonging to local and foreign 
Ramon Llull Journal_05_2014.indd   47 29/05/14   11:43
48 RAMON LLULL JOURNAL OF APPLIED ETHICS 2014. ISSUE 5 PP. 41-64
communities, as well as to public and private organizations, which/who 
can have influence or be influenced by the inputs generated by the tour-
ist activities and that, for that reason, they should be taken into account 
as an essential factor in the process of strategic management of the tourist 
sector in a territory or tourist destination (own creation). This way, 
tourism stakeholders have the possibility of influencing the destination 
and contributing with guidelines on the characteristics of the product or 
tourist service of a specific destination. 
The identification and analysis of the interested parties or stakeholders 
in the tourist sector is something complex given that it is shaped by activi-
ties of cross-sectional character (affecting multiple sectors, as well). They 
are very heterogeneous and sensitive to background changes (issues such 
economic, political, social, environmental, cultural, legal, climatologic, etc.).
More specifically, according to some authors such as Sheehan (2005) 
and Morales (2012), the main stakeholders of tourism have been ordered 
in the present article (figure 1) in terms of the stage or phase of the tour-
ist journey, with some adding to replace outstanding absences.
Tourists
Decision and
purchase journey
Touroperators, agencies  
of wholesale and retail 
journeys or companies  
of intermediation; 
Main stations of stock; 
Offices of Tourism; 
Promoters of the 
destination in a foreign 
place; 
Displacement to 
destination
Airlines and staff  
of airports; 
Companies of the sector 
of the terrestrial and 
maritime transportation, 
between other ones.
Companies for rent of 
cars, motorcycles, 
bicycles, etc.
Basic services in 
destination
Hotels and extra-hotel 
lodging (rural houses, 
campgrounds, tourist 
apartments); 
Bars and restaurants; 
Planners and managers of the tourist destination 
Town councils, Action Groups Local, County Councils, Departments of the government and the rest 
of the public agencies related, in terms of the existent typologies of tourism;  
Foundations, Universities and other related organisms with relevant character at the sector   
Residents and shops 
Resident citizens; Companies of the sector of shopping; Residents’ associations 
Accessorial services
in destination
Companies of Tourist 
Activities; 
Buildings and places of tourist 
and cultural interest; 
Natural protected spaces; 
Journalists and mass media; 
Museums, Theaters and 
Centers of Interpretation; 
Associations and sports, 
cultural and leisure clubs 
(Hiking’s Associations, 
mycological, cynegetic,
ornithological or theatrical, 
between other ones);
Figure 1. Stakeholders of tourism. Own elaboration. 
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POLITICAL FRAME OF THE SUSTAINABLE TOURISM  
AND THE CSR IN EUROPE
The EU did not incorporate sustainability into the definition of its 
tourism development policies until the definition of the Fifth Environ-
mental Action Program (EU 1998) and the publishing of the Green Book 
about the role of the EU in the field of tourism. This program “Towards 
a sustainable development” defined the action to take from 1993 to 2000 
on environmental and sustainable development issues targeting at integrat-
ing this sustainable development into all the productive sectors. The 
program highlighted the fact that tourist sector was then selected as one 
of the prior five sectors defining the necessary programs to fulfill its sus-
tainability.
In 2003, the European Union published a communication of the 
Commission on Basic Orientations for the Sustainability of the Euro-
pean Tourism (European Union, 2003) that continued setting and defin-
ing the European policies for the sustainable development of tourism, as 
well as inviting the member states and European organizations to define 
their Agendas 21. This communication explicitly contained a reference 
on the CSR.
According to the definition of the Agenda 21 at Rio’s Summit, the 
EU circumscribed in 2007 the European Agenda 21 for tourism (Com-
mission for European Communities, 2007), where the principles and 
objectives for the development of sustainable tourism are set.
At a later time, in 2010, under the Spanish presidency of the EU, the 
“Declaration of Madrid. Towards a socially responsible tourist mod-
el” (Commission of European Communities, 2010) was prepared, in 
which a series of recommendations related to the implementation of a 
consolidated European tourism policy are proposed to allow reinforce 
the sustainable competitiveness of this sector. In this declaration the 
Member States declare their desire of “promoting ethical and responsible 
tourism and especially corporate social, environmental, cultural and 
economic sustainability of tourism”. Likewise, “corporate social respon-
sibility is essential in the tourist industry and it should be taken into ac-
count in the activities and tourist practices at levels such as destinations, 
companies and tourists.”
Also in 2010 the EU elaborated the communication “Europe, first 
tourist destination of the world: A new political framework for Eu-
ropean tourism” (Commission of European Communities, 2010) where 
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among its objectives the definition of indicators for the sustainable man-
agement of destinations, the elaboration of a European brand “Quality 
Tourism”, and the proposal of a sustainable and responsible tourism 
charter are highlighted as well as the definition of a European award for 
the tourist companies and destinations that respect the values contained 
in the charter. 
POLICY OF SUSTAINABLE TOURISM AND SOCIAL 
RESPONSIBILITY IN SPAIN
In the nineties, policies for the development of sustainable tourism 
start to be developed in Spain. The Spanish Government had already 
recognized the importance of the environmental variable in the tourism 
development, elaborating in 1989 the first Libro Blanco del Turismo 
Español (White book of Spanish Tourism), from which a strategy for 
development of sustainable tourism resulted, that did not get to be realized 
in a specific program of actions until 1998, with the development of the 
Sustainable Tourism Plan. 
At the same time and in the same scenario of crisis of the Spanish 
tourism model the Futures Plan I, first Framework for Competitiveness 
for the Spanish Tourism Plan for the period 1992-1995, as well as Futures 
Plan II for the period 1996-1999, both with the aim of finding the lost 
levels of competitiveness, giving priority to the actions related to the 
improvement of quality and environment, as well as to the coordination 
of all the participating stakeholders in the tourist system.
Excellence Plans and Tourism Promotion Plans are born out of these 
programs. The first ones were directed to destinations already consoli-
dated to diversify and to improve the tourism offer, the quality of the 
destinations, and to act upon the environmental factors, making the prod-
uct suitable to the new requirements of the markets and looking for the 
deseasonalisation of the offer and demand. Later, these plans were substi-
tuted by the PICTE (short in Spanish for Comprehensive Plan of qual-
ity of the Spanish Tourism), powered by the Central Government 
(Ministry of Economy) for the period 2000-2006, where it was depicted 
as a main objective to achieve “the implementation of the environmental 
sustainability in the Spanish tourist destinations to hold long term market 
shares” (Almeida, 2005). This plan included the sustainability’s principle 
in its development. 
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Another prominent instrument was since 1997 the Proyecto Muni-
cipio Verde (Green Township Project) or Municipio Turístico Sos-
tenible (Sustainable Tourist Municipality Project) (later renaming), 
of the Department of Tourism, Ministry of Economy and Finance, in 
collaboration with the Spanish Federation of Municipalities and Prov-
inces (FEMP), which targeted the Implementation of an Environmental 
Management System (EMS) according to the requirements of the EMAS 
Community Regulation. The project reached over 200 Spanish munici-
palities.
Also noteworthy as a tool for sustainable tourism development is the 
implementation of Local Agenda 21 programs in tourist municipalities, 
being one of the most referenced and analyzed the case of the municipal-
ity of Calvià, in the Balearic islands.
In 2007, the Plan de Turismo Español Horizonte (Spanish Tour-
ism Plan Horizon 2020) and the 08-12 Plan (Ministerio, 2007) were 
designed which defines sustainability as one of their priorities in order to 
“improve the sustainability of the Spanish tourism model, optimizing the 
benefits per unit of sustainable load investment capacity, ensuring the 
quality of the natural and cultural environment of each place, the integra-
tion and social welfare and socio-territorial rebalancing “. However, it 
slightly collects the CSR’s issue, it does not define specific objectives for 
its development and just mentions it as a tendency to consider.
THE SELF-REGULATION OF THE TOURIST COMPANIES
The tourist and hotel sector has within its reach a wide range of stand-
ards and instruments of voluntary character that go beyond the legal 
models. The greater part of them rise thanks to the initiative of companies, 
entrepreneurial groups or associations with the intention of improving 
their responsible behavior, and mean in this case a sign of commitment 
of the Spanish tourist sector with sustainability. These instruments, more 
effective and flexible than the governmental are preferred by companies 
given that usually require less financial effort and have greater external 
recognition, as often they come together with certifications or labels that 
allow the responsible company to stand out on the market and to offer 
a product adapted to its present expectations and needs.
The greater part of these instruments can be generally applied to any 
type of industrial sector, although others have been created for the spe-
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cific use of the tourist sector. In the following tables we can find these 
instruments classified under three epigraphs: Systems of certification 
(table 2); models and labels with recognition (awards, seals, labels, etc.) 
(table 3); guides and CSR’s developmental recommendations (table 4).
Table 2. Certification’s systems. Own elaboration
Instrument
Focus 
contemplated 
CSR
Territorial 
scope Creation Sector Creator
ISO 9001 (AE-
NOR, 2000 
and 2008)
Quality Ma-
nagement
International 1987 Any producti-
ve sector
ISO (Interna-
tional Organiza-
tion For Stand-
ardization)
ISO 14001 
(AENOR, 
2004)
Environmen-
tal Manage-
ment
International 1987 Any producti-
ve sector
ISO (Interna-
tional Organiza-
tion For Stand-
ardization)
EMAS (Echo 
Management 
and Audit 
Scheme) – 
Regulations of 
the European 
Union of man-
agement and 
environmental 
auditing. (Eu-
ropean Parlia-
ment, 2009)
Environmen-
tal Manage-
ment (evalua-
tion includes 
impacts and 
communica-
tion proven 
to be)
European 
Union
1993 Any producti-
ve sector
European com-
mission
ICTE (ICTE, 
2012)
Quality Ma-
nagement
Spain 1995 Tourism ICTE (Institute 
for the Tourist 
Spanish Quality)
Green Globe 
21 (WTTC, 
2012b)
Environ-
ment, quality, 
Health and 
Safety
International 1998 Tourism WTTC (The 
World Travel & 
Tourism Co-
uncil)
(Continue)
Ramon Llull Journal_05_2014.indd   52 29/05/14   11:43
53PéREz-ARANDA
THE SOCIAL RESPONSIBILITY AS A MODEL OF TOURIST BUSINESS 
AND FACILITATING INSTRUMENTS FOR ITS IMPLANTATION 
Table 2. Certification’s systems. Own elaboration (cont.)
Instrument
Focus 
contemplated 
CSR
Territorial 
scope Creation Sector Creator
JOIN 150101 
EX – ISO 
guides for appli-
cation software 
14001 at hotels 
and tourist 
apartments and 
additional re-
quirements for 
EMAS
Environ-
mental Man-
agement
Spain 2001 Hospitality AENOR
Biosphere 
reponsible 
tourism (ITR, 
2012)
Quality 
Management, 
social, cultural 
and environ-
mental sus-
tainability
International 2007 Tourism ITR (Respon-
sible Tourism’s 
Institute)
Management 
system of the 
Social Respon-
sibility IQNet 
SR10 (IQnet 
2012)
Entrepre-
neurial social 
responsibility
International 2012 Any producti-
ve sector
IQnet Asso-
ciation (Interna-
tional Certifica-
tion Network)
SGE 21 Norm 
for the Evalu-
ation of the 
ethical manage-
ment and social 
responsibility 
in the organiza-
tions (Forética, 
2008)
Ethical 
management 
and entrepre-
neurial Social 
Responsibil-
ity
International 2008 Any produc-
tive sector
Forética
OSHAS 18001 
(Occupational 
Health and 
Safety Assess-
ment Series) 
(Fernández, 
2009)
Health and 
Safety 
International 1999 Any producti-
ve sector
BSI (British 
Standards Insti-
tution)
STANDARD 
SA 8000 (SAI, 
2008)
Organic laws 
of the work-
ers
International 1997 Any producti-
ve sector
SAI (Social 
Accountability 
International)
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Table 3. Models and labels with recognition. Own elaboration
Instrument
Focus 
contemplated 
CSR
Territorial 
scope Creation Sector Creator
EFQM 
(EFQM Ex-
cellence Mo-
del, 2010)
All the 
dimensions 
of the entre-
preneurial 
excellence
European 
Union
1988 Any produc-
tive sector
EFQM 
(European 
Foundation 
of Qual-
ity Manage-
ment)
Ecological 
European 
label of ser-
vices of tour-
ist lodging
Environ-
ment, 
quality and 
certainty and 
hygiene
European 
Union
2000 Hospitality European 
commission
Rainforest 
Alliance  
Certified 
Seal  
(Rainforest, 
2010)
Social Sus-
tainability, 
economic 
and environ-
mental
International 2010 Tourism Rainforest 
alliance
Table 4. Guides and CSR’s developmental recommendations.  
Own elaboration
Instrument
Focus 
contemplated 
CSR
Territorial 
scope Creation Sector Creator
Sustainabili-
ty Reporting 
Guidelines 
(GRI 2012).
Social Sus-
tainability, 
economic and 
environmental
International 1997 Any producti-
ve sector
GRI (Global 
Reporting 
Initiative)
Application 
Guide for 
GRI indica-
tors in tour-
ism (GRI 
2002)
Social Sus-
tainability, 
economic and 
environmental
International 2002 Any produc-
tive sector 
with guide for 
application in 
tourism
IBOR (Tour 
Operators’ 
Initiative for 
Sustainable 
Tourism De-
velopment)
(Continue)
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Table 4. Guides and CSR’s developmental recommendations.  
Own elaboration (cont.)
Instrument
Focus 
contemplated 
CSR
Territorial 
scope Creation Sector Creator
OECD 
Guidelines for 
Multinational 
Enterprises 
(OCDE 
2011).
Human 
rights, job and 
labor relations 
environment, 
fights against 
corruption, 
science and 
technology, 
the consum-
ers’ protec-
tion, com-
petition and 
taxation
International 1976 Any producti-
ve sector
OCDE (Or-
ganization for 
Cooperation 
and the Eco-
nomic Devel-
opment)
Womb of 
communica-
tion and 
information 
on the rela-
tive aspects to 
the corporate 
social respon-
sibility (CSR, 
2001).
Corporate 
social re-
sponsibility
Europe 2001 Any produc-
tive sector
CSR EU-
ROPE (Cor-
porate Social 
Responsibil-
ity Europe)
ISO 26000 
(ISO, 2010).
Corporate 
social respon-
sibility
International 2010 Any producti-
ve sector
ISO (In-
ternational 
Organization 
For Standardi-
zation)
Standards 
and sustain-
able criteria 
of tourisms 
for subsectors 
(GSTC, 2008 
and 2012)
Social Sus-
tainability, 
economic and 
environmental
International 2008 Tourism GSTC (Glob-
al Sustain-
able Tourism 
Council)
From a global perspective of the instruments, it is necessary to note 
that these can be complementary among each other, since in many in-
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stances they are closely related. And an interesting and realistic strategy 
for development of the CSR by the company would consist in the 
gradual and sequential application of these instruments, in terms of their 
level of complexity and the reach of the dimensions of the CSR considered, 
as well as of the status of development of its entrepreneurial culture. This 
way, for example, it would be advisable to make our way towards the 
CSR with the implementation of an emblem or environmental eco-label 
a lot more reachable and easier to develop in order to develop later a 
system of quality, followed by an environmental management system. 
And with time and the necessary maturity, to reach the EFQM’s or the 
ISO 26000 model.
FINDINGS
In the present study it has been shown that the European Union has 
defined policies which include the development of tourism in a sustain-
able and responsible way.
However, these European policies have not been achieved in policies 
or specific plans on the subject of CSR and tourism by the Spanish Gov-
ernment. Defined actions and plans have searched for improvements more 
related to the improvement of quality, environmental care and competi-
tiveness of the tourist sector, where slight references to the development 
of social responsibility in tourism are included.
There exist several referents and standards of voluntary character for 
the development of the CSR at the tourist sector at an international 
level. But in spite of the importance of tourism for the Spanish State, it 
does not exist any specific standard for the tourist sector in Spain. It can 
be stated that the degree of development of the CSR in the tourist sector 
at a Spanish level is very incipient and insufficient, and still has a long 
journey to realize. Evidence has not been found neither at a qualitative 
level (standards and Spanish models), nor at a quantitative level (number 
of companies with CSR policies.)
It is feasible that some companies had initiated CSR’s actions but they 
had not made it public, which would mean the CSR’s loss of promo-
tional possibilities and positioning of the company. As it has already been 
said, it is necessary to point out that, as there are not specific instruments 
in Spain to make differentiation clear in the market of the most respon-
sible companies, companies also find it difficult to accomplish communi-
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cation. The creation of some reward, label or certification on CSR in 
tourism would be a great step forward for the development of the CSR 
in this field, and a great help for the SMEs.
Nevertheless, those tourist companies that wish to develop the CSR 
have available standards and partial models, that added up and comple-
menting each other, help for the full growth of issues of the CSR.
Lack of a database, public or private has been found for the writing 
of the present study, information where to check the companies that have 
initiated CSR’s actions. Even, the identification of the companies that 
have initiated actions linked to quality systems or environmental manage-
ment certifications, based in the ISO standards (long time ago imple-
mented and consolidated in the market), also proves to be a complex task. 
It would be advisable, given the lack of models to translate and adapt 
the CSR and the issues that make up the tourism sector, to conduct train-
ing and awareness campaigns, as well as to create guides and other support 
materials from different administrations, together with aids and incentives 
for the development of CSR.
It is necessary the creation of a system and instrument in order to 
distinguish the committed companies of the tourist sector and to com-
municate their existence to society, the reasons and the importance of 
their development, and the choice of travels and vacations in responsible 
companies and destinations.
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